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Abstract: This paper talks about the role of visual merchandising and the in store environment of 
a multi brand retail store as a potential factor of branding the retail store in the eyes of the 
customer and attracting them to walk into the store and buy the apparels.The retail store that has 
been taken into consideration are the Kapsons owned Krome stores which are a youth oriented 
apparel and accessories store and therefore all the observations and survey has been taken keeping 
them in focus. 
Purpose: The purpose of the paper is to study the Visual Merchandising of the Krome retail 
stores and their up gradation in order to change the window shoppers to active shoppers and 
customer loyalty to the store and together how they contribute to branding of the store. 
Method: The study was made on the basis of a consumer survey after making different 
arrangements inside the retail store and observing the effects on the consumers walking in. The 
findings of our study show how Kapsons  management carefully design, manage and orchestrated 
retail space, objects and assign attendants‟ roles to construct and communicate the Krome store as 
a brand.  
Main Results: The visual merchandising of the retail store and the customer service offered goes 
a long way in developing the brand name of the store. 
Conclusions: Empirical based in the study. 
Keywrds : Krome Apparel Stores 
 Introduction 
In a competitive retail market, where innovation is 
always aimed at, retailers have turned to branding 
in an attempt to differentiate themselves from 
competitors. The aim is to create a distinctive retail 
offer and, communicate their competitive strengths 
to consumers. An important element in developing 
a retail brand identity is the consumer perception of 
store image. For most retailers, the store is the 
prime contact point with consumers and the major 
means of communicating brand values. 
 As branding is currently the dominant strategy 
around which retail competition is structured, 
retailers use the material environment of retail 
stores to distinguish themselves from their 
competitors (Smith 2000; Gregson, Crewe, and 
Brooks 2002b). This is done through the 
architectural design of shopping malls, retail shops 
and interior retail spaces (Olins 1989),with fashion 
houses, clothing stores and shopping centres 
attracting special attention(Kent 2003).  A lot of 
retail stores in malls have an innovative form of 
visual merchandising that builds up the value of the 
brand in the minds of the shoppers.For example a 
fast track retail store would have mannequins 
upside down  and bags hanged from the feet. That 
becomes their branding strategy.X 10 will have all 
its racks and furniture in the form of an X  
conveying its brand.   
 The Branding of the stores depend on the 
following factors in carving out their image in the 
minds of consumers:- 
Visual Merchandising-The manner, in which the 
apparels are hung on the hangers, kept on the 
shelves and attracts immediate attention of the 
passersby and compels them to enter the store, 
makes way for the visual merchandising of the 
store. 
 Customer Satisfaction-The brand should be able 
to deliver good value for money to the customer. 
The customer is smarter than before and has a fair 
idea of the market value of different brands. The 
mismatch of the quality and the price for which it 
has been asked for results in lateral shift of the 
demand of the customer to another brand on the 
same shelf. 
Variety-A wide variety of the brand kept inside the 
store  not only gives the customer to chose from 
options available but also overall popularity of the 
brand. The customer would come back to the same 
brand when the season changes because he knows 
which brand would provide him with more choices. 
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Brand Image-Another emerging factor in the 
minds of the customer when he comes to buy a 
product is the brand image. No matter there  is a  
better quality brand waiting at every corner, but 
once a brand has made its mark in the minds of the 
customer, it sustains the brand loyalty forever. 
Company Background 
KROME basically stands for Kapsons in Rome. 
Since Rome is the fashion state of the world, this 
name has been derived from it to put into the minds 
of the audience about the quality and sophistication 
that the brand delivers to its audience .Cool, hip, 
trendy, fresh and young- just some of the adjectives 
which describe the latest brand of Kapsons-
KROME. It targets the youth oriented mass with 
the entire range of Cool, Lively and Fresh Brands 
like Lee, Arrow Sports, United Colors of Benetton, 
Wrangler, U.S. Polo, Indian Terrain, Yishion, 
FCUK, PUMA, Tommy Hilfiger.It claims to be a 
one-stop destination for the trendiest clothes for the 
young and the happening. With stores across the 
length and breadth of North India, KROME has 
established itself as a superlative store with a 
difference. Craving a unique brand identity by 
offering a holistic shopping and lifestyle 
experience it also includes a DJ console with the 
latest music and other superb offerings. Krome, 
because of its Youth focused target audience , 
keeps a wide variety of different brands in its stock 
to provide a fulfilling experience to the customer in 
every way. So, if one brand fails to suffice his 
needs he can chose another. The different brands 
available are:- 
1. Arrow Sport    2. Puma  3. United Colors of 
Benetton  4. U.S. Polo 5. Indian Terrain  6. 
Wrangler 7. Lee 
8. Yishion 9. Tommy Hilfiger 10. Sketchers 11. 
Krome 
Methodology 
To explore the relationship between store‟s brand 
image and visual merchandising, customer service 
and the brands upkeep .As image and positioning 
are derived from customer interpretations of a 
company offer relative to needs, expectations and 
the competitive alternatives, the empirical work is 
based on a consumer survey in Chandigarh.  
Problem 
   The problem shall first include studying the 
merchandise placing in the display window of the 
Krome store and suggesting alternative solutions as 
to attract consumers to the products in the store. 
This will take care of the visual merchandising 
both in the façade of the store as well as the shelves 
and racks present inside the store where the 
products have been kept. The nature of the retail 
„product‟ has been the subject of considerable 
debate, but is essentially derived from a mix of 
activities, functions and relationships throughout 
the channel that ultimately provide goods and 
services to the customer.Another parameter is the 
customer service  
The contact point for most customers with the retail 
organization is through the store. Consequently the 
perceptions that consumers have of store image are 
central to establishing the retailer as a brand. A 
positive store image has been identified as one of 
the important determinants of economic success in 
retailing (Jacoby and Mazursky, 1984). It is linked 
to customer store choice (Doyle and Fenwick, 
1974; Burns, 1992), store loyalty (Osman, 1993), 
and successful store positioning (Davies and 
Brooks, 1989; Walters and Knee, 1989; Pessemier, 
1980; Oppewal and Timmermans, 1997). In 
recognition of this, retailers have invested heavily 
in managing and projecting store image with an 
aspiration to be viewed as brands (Davies, 1992a, 
1992b; Porter and Claycomb, 1997; Wileman and 
Jary, 1999;   Burt and Sparks, 2002). 
Improving the congruity between store image 
attributes and target shoppers can increase the 
chance that shoppers receive the benefits they 
expect to find at a store. Benefits received will 
influence shoppers‟ decisions about whether they 
will return to a store and their word-of-mouth 
communications with others about the store.  
The congruity effect between a source (e.g., store) 
and an object (e.g., consumer) has been studied by 
cognitive consistency theories (Heider, 1946; 
Osgood & Tannenbaum, 1955). The basic idea 
underlying cognitive consistency is that people 
actively strive to be consistent in their attitudes, 
beliefs, and behaviors. Congruity Theory was 
developed by Osgood & Tannenbaum (1955) and 
suggests that congruity exists when an evaluation 
of (attitude toward) two associated objects are 
identical in magnitude and direction. 
LITERATURE REVIEW 
The studies carried out into Visual Merchandising 
can be classified into two main themes of analysis. 
The first theme investigated issues relating to V.M 
meant as a „decision process‟. In this context, 
bringing innovation in V.M  is seen as a process of 
creation, feeding and growth of experience and 
knowledge accumulated by an organization, and 
their transformation into renewable assets and 
competitive advantage. Therefore, constituent 
phases of innovation processes take on the 
configuration of a sequence of activities aimed at 
the realization of new products and/or trading up of 
products already existing in a company 
portfolio(Urban and Hauser 1997; Verona and 
Prandelli 2006). Such phases appear to be closely 
connected with each other by a relationship of such 
tight consequences that they appear strictly 
interconnected. This makes the V.M  process 
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particularly complex, requiring companies to plan 
organizational structures that are able to support the 
whole path in a collaborative perspective between 
functions. The second theme focused attention on 
innovation as „output‟ – investments aimed at 
satisfying, in a consumer-oriented perspective, new 
consumption needs and/ or new customer targets 
(Di Benedetto 1999; Chandy and Tellis 2000; Sood 
and Tellis 2005; Eppinger, Filippini, and Ulrich 
2007). In this perspective, some indicators have 
been identified that are useful for measuring the 
innovation level of companies on one hand, and the 
innovation level of products on the other. In 
particular, one of the most consolidated instruments 
for this purpose is represented by „new product 
type matrixes‟, which locates the innovation with 
regard to variables of innovation degree for market 
and innovation degree for company (Booz-Allen 
Hamilton 1982). 
A number of studies have tried to identify the 
elements that contribute to store image. Lindquist 
(1974) defined store image as consumer 
perceptions of a range of tangible and intangible 
factors, which included both physical (factual, 
functional and tangible) and psychological 
dimensions (formed as a result of the experience 
consumers have when exposed to a store). He 
identified nine categories which contributed to 
store image: merchandise; service; clientele; 
physical facilities; convenience; promotion; store 
atmosphere; institutional factors; and post-
transactional satisfaction. These categories were 
themselves made up from a range of attributes. 
Others, such as Hansen and Deutscher (1977) and 
Zimmer and Golden (1988), haveamended this list 
of attributes. However, despite numerous attempts 
to identify the elements that generate store image, 
concern has been expressed over the limitations of 
such procedures, as it is recognized that 
consumers‟ perceptions of store image vary across 
countries, geographical regions, market sectors, 
store formats and have relative to existing 
competition (Martineau, 1958; Cardozo, 1974; 
Hansen and Deutscher, 1977; Hirschman et al., 
1978). 
Given the role played by store image in 
establishing and communicating a competitive 
position in the domestic market, the assumption is 
that this will also be an important factor for 
retailers when deciding to internationalize 
(Williams, 1991;McGoldrick and Ho, 1992; 
Simpson and Thorpe, 1995; Burt and Carralero-
Encinas,2000; Moore et al., 2000).  
Visual Merchandising of the display window 
The effect of store environment on consumer 
behavior has been widely studied since Kotler 
(1973) introduced the concept of atmospherics as 
an important element retailers must employto 
generate consumers‟ emotional responses, which 
ultimately can increase their purchase behavior. 
Mehrabian and Russell (1974) established a 
conceptual model, the M-R model, based on a 
stimulus-organism-response (S-OR) paradigm, 
illustrating that environmental stimuli indirectly 
affect consumers‟ approach avoidance behavior 
through emotional states of pleasure and arousal. 
 This M-R model has been used in a number of 
consumer behavior studies related to store 
environment (Baker et al. 2002; Chang, Eckman, 
and Yan 2011; Donovan et al.1994; Eroglu, 
Machleit, and Davis 2003; Yalch  and Spangenberg 
2000).In this highly competitive market where 
consumers easily switch retailers, it seems critical 
for retailers to establish consumer loyalty that 
guarantees consumers‟ continuous store visits. 
Store environment studies with the MR model 
investigated whether emotional states of pleasure 
and arousal could explain loyalty directly or 
indirectly via satisfaction (Bign´e, Andreu, and 
Gnoth 2005; Lin and Mattila 2010; Mummalaneni 
2005; Walsh et al. 2011; Wirtz and Bateson 1999). 
However, simply satisfied consumers could be less 
loyal in this competitive market (Carroll and 
Ahuvia 2006). Juran Institute reported that merely 
less than 30% of 200 U.S. enterprises could 
improve sales as the result of the satisfaction 
management efforts (Arnold et al. 
2005).Furthermore, the overall switching rates 
among satisfied consumers exceeded 80% 
(Reichheld 1996). Additionally, several empirical 
studies pointed out retailers‟ inability. to build 
longlasting in developing strong emotional 
connections with consumers (Fournier 1998; 
McEwen 2005; Yim,Tse, and Chan 2008).Store 
environment in retail stores can generate strong 
emotional devotion, store love, toward the stores 
beyond generating emotional states of pleasure and 
arousal in the M-R model. Because a brand 
contains its own human characteristics known as 
brand personality .(Aaker 1997), consumers can 
fall in love with a brand as they can fall in love 
with other individuals (Carroll and Ahuvia 
2006).Consumers can feel the store brand‟s 
personalities projected by the store environment. 
Brand love, strong emotional devotion to a specific 
store or brand, is considered an important concept 
for multi brand apparel retailers (Kumar 2010). 
Because the strong emotional devotion can promise 
longlasting consumer loyalty (Carroll and Ahuvia 
2006), store love toward a single-brand apparel 
store may promise long-term consumer loyalty. 
Based on the S-O-R paradigm, this study aims to 
investiga‟\‟;lte what environmental cues (S, i.e., 
ambient, design, social, and merchandise cues)form 
emotional attachment to a single-brand apparel 
store (O, i.e., store love), which may leadto 
consumer loyalty toward the store (R). To this end, 
this study will determine (1) the effects of ambient, 
design, social, and merchandise cues on store love; 
and (2) the effect of store love on store loyalty. 
THEORETICAL FRAMEWORK 
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The Mehrabian and Russell Model 
Kotler (1973) argued that the store atmosphere is 
the most critical factor for consumers‟final product 
purchase and that it is even more important than a 
product itself, because atmosphere stimulates 
consumers‟ emotions,which in turn influences their 
behavior.Based on this argument, Kotler introduced 
the term atmospherics and provided an implication 
that retailers can manipulate the store environment 
to generate consumers‟ positive emotion, which 
can increase the likelihood of purchasing  
 For instance,when Jang and Namkung (2009) 
investigated the effect of environment in 
restaurants on consumer behavior, both positive 
and negative emotions were used in the organism 
phase. They found that interior design, facility 
layout, colors, and lighting in the restaurant 
generated positive emotion which, in turn, affected 
behavioral intention. In addition, Chang and 
colleagues(2011) focused on the effect of physical 
store  environment on consumers‟ impulsive 
buying.  Consumer loyalty receives extensive 
interest from retailers because consumer loyalty 
can promise their continuous sales performance in 
this competitive market situation. Satisfaction has 
widely been considered an antecedent of consumer 
loyalty (Homburg and Giering 2001; Olsen 2007; 
Yang and Peterson 2004).  . However, a number of 
retailers failed to build strong consumer loyalty 
because they could not create strong emotional 
bonds with their consumers (Fournier 1998; 
McEwen 2005; Yim et al. 2008). This implies that 
strong emotional attachment is the key to creating 
long-lasting consumer loyalty (Bowlby 1980; 
Carroll and Ahuvia 2006; McEwen 2005; Fournier 
1998; Yim et al. 2008). 
Carroll and Ahuvia‟s (2006) brand love construct 
involved passion, positive emotion, attachment, 
and declarations of love toward the brand. Based 
on their empirical study with several branded 
product categories (i.e., soaps,soft drinks, cereals, 
etc.), they concluded that brand love well explains 
consumers‟ continuous purchasing behavior. In the 
case of single-brand apparel retailers, store 
environment can generate strong emotional 
attachment, store love, which leads to sustainable 
loyalty beyond traditional emotional states of 
pleasure and arousal (Carroll and Ahuvia 2006).  
Multi-brand retailers employ the “store as a brand” 
strategy to establish a unique store environment 
that projects their own brand identity throughout 
the store, which can be different from multibrand 
stores carrying multiple brands in their stores‟ own 
products (Eckman et al. 1990; Jones and Kim 2011; 
Kumar 2010). For instance, a multi-brand store 
uses its own brand name as the store name and 
places its brand logo on the store sign just as 
Krome uses . In addition, multi-brand retailers‟ 
choices of color, music, design of facilities, and 
employee attire reflect brand personalities. 
Therefore, it is logical to argue that store 
environmental cues  in multi-brand apparel retail 
stores can incite consumers to experience store 
love, which leads to strong brand loyalty. 
HYPOTHESES DEVELOPMENT 
Environmental Cues in Brick-and-Mortar 
Stores 
As one of the strategies to stay more competitive, 
retailers have put considerable efforts into their 
store design and merchandise assortment to create 
attractive store environments (Kaltcheva and Weitz 
2006). In fact, the impact of store environment on 
customers‟ loyal behavior has been viewed as one 
of the most relevant research topics in the brick-
and-mortar store setting. (Baker, Grewal, and 
Parasuraman 1994; Baker et al. 2002; d‟Astous 
2000; Kumar 2010). As early as 1973, Kotler 
categorized aspects of store environment into four 
sensory dimensions (i.e., visual, aural, olfactory, 
andtactile), and these dimensions have been widely 
adopted by a number of researchers (Areniand Kim 
1993; Donovan et al. 1994). Kotler‟s store 
environment dimensions embrace visual and 
ambient aspects (i.e., aural, olfactory, and  tactile). 
In addition to these two dimensions,Baker and 
colleagues (2002) viewed the social dimension as 
an important element of store environment and 
developed a new typology that consisted of three 
cues: ambient cues (e.g., music, lighting), design 
cues (e.g., color, organization), and social cues 
(e.g., employees and shoppers in a store). More 
recently,merchandise also began to be viewed as an 
environmental cue because merchandise placed in a 
apparel store significantly contributes to building 
overall store image (Floor 2007). 
 In addition, a strong merchandise mix offers 
enjoyable shopping experiences to consumers 
(Kumar 2010; Thang and Tan 2003). This study on 
Krome store employs merchandise cues as well as 
ambient, design, and social cues as environmental 
factors.  
Store Ambient Cues: Store ambient cues are those 
related to nonvisual and peripheral circumstances 
in a store, such as music, lighting, temperature, and 
fragrance (Baker et al. 2002). These cues are 
related to affective reactions, which in turn reduce 
“psychic costs (i.e., consumers‟ emotional stress 
during the shopping experience) in a retailing 
context” (Baker et al. 2002, 127). 
 Among these ambient cues, music and lighting 
have been considered as critical contributors to 
shoppers‟ emotional responses to and perceptions 
of store image (Baker et al. 2002). Music generally 
evokes affective response and helps to relieve 
stress in a store (Hui and Bateson 1991). In Areni 
and Kim‟s (1993) study on the relationship 
between music and price perception, shoppers 
perceived higher prices for wine when classical 
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versus hip-hop music was played as the 
background.Baker and colleagues (2002) also 
found that music reduced consumers‟ perception of 
time and effort spent in their shopping. In addition 
lighting can induce consumers‟ positive mood, 
promoting overall store image. Kotler (1973) 
discovered that lighting enhanced visibility of 
merchandise, positively impacting shoppers‟ 
perception of merchandise quality. Furthermore a 
certain combination of music and lighting can 
determine a consumer‟s perception of store image; 
soft lighting and classical music can convey a 
prestigious store image (Areni and Kim,1994). In 
Bellenger and Korgaonkar‟s (1980) 
study,recreational shoppers, who constituted a large 
proportion (about 70%) of apparel consumers, 
attributed their exciting shopping experience 
primarily to ambient cues. In a single-brand apparel 
store, it is critical to provide ambient cues that 
reflect its target customers‟ tastes and preferences. 
For example, H&M plays upbeat music and uses 
bright fluorescent lighting to make a vivid and 
modernized environment,whereas Brooks Brothers 
plays medium tempo,retro pop songs, with 
incandescent lighting to produce a warm, 
comfortable feeling and upscale store image. 
Clearly, music and lighting in a store can be 
utilized to create emotional attachment toward a 
multi-brand apparel store. Therefore, the following 
hypothesis is proposed:  
H1: Store ambient cues will positively affect 
store love toward a multi-brand apparel store. 
Store Design Cues:Store design cues can be 
defined as store environmental factors that are 
“more visual in nature than are ambient factors” 
(Baker at el.1994, 330). Design elements such as 
layout and merchandise organization are 
functional, while design elements such as 
architecture, d´ecor, and color are aesthetic. These 
design elements, whether they are functional or 
aesthetic, can influence an individual‟s evaluation 
of people and objects within the environment 
(Baker et al. 1994). To illustrate, Baker and 
colleagues (1994) found that using a green or peach 
color scheme, wide layout, and orderly 
merchandise organization enhanced consumers‟ 
perception of design aspects in the store, while 
using a brown and white color scheme, crossed 
layout, and unorganized merchandise damaged the 
perception. 
 Accordingly, those who were in a store that had 
attractive design features tended to perceive the 
price of a product to be higher than its actual price, 
but they were willing to pay the price. Similarly, a 
well-designed store positively impacts consumer 
judgment about merchandise quality sold in the 
store, while a failure in implementing proper 
designs (e.g., disarranged merchandise and 
facilities) can irritate consumers and damage their 
store evaluation (d‟Astous 2000). Seemingly, store 
design plays a significant role in forming 
perceptions toward store environment. This is 
especially important to a multi-brand apparel 
retailer who must develop its own unique look to 
be differentiated from its competitors (Floor 2007). 
Through attractive designs and organized displays, 
a multi-brand apparel retailer can form consumers‟ 
affection toward the store (Baker et al. 2002). 
Based on this reasoning, the following hypothesis 
is posited:   
H2: Store design cues will positively affect store 
love toward a single-brand apparel store. 
Store Social Cues: In the context of a store, social 
cues refer to “the number, type, and behavior of 
other customers and sales personnel in the 
environment” (Baker et al. 1994, 331). Although 
this definition contains both customers and sales 
personnel, customers were excluded in their study 
based on previous researchers‟ argument that other 
customers increase crowdedness in the store and 
thus may impair environmental perception and 
emotion toward a store (Byun and Mann 2011; 
Eroglu and Harrell 1986; Pan and Siemens 2011). 
Thus, the social cues put great importance on sales 
personnel. More sales  personnel on the floor, 
wearing professional attire and greeting customers, 
tends to induce a positive store experiences (Kumar 
2010), while a cluttered environment, featuring 
employees in unprofessional attire, could intensify 
a customer‟s dissatisfaction when a service failure 
occurs (Floor 2007).The argument that social cues 
can influence consumers‟ perceptions of overall 
environmental cues can be supported by social 
influence theory (Hu and Jasper 2006). Social 
influence theory postulates that a consumer tends to 
positively evaluate the store environment when a 
promoting person projects an image  of his or her 
ideal personal model (Hu and Jasper 2006). In a 
similar vein, Floor (2007)claimed that the 
personality of a retail brand 
is projected by the appearance and behavior of its 
employees. This social influence theory can be well 
applied to a multi-brand apparel store, for which 
projecting a unique brand image is regarded as a 
critical success factor (Jones and Kim 2011). For 
instance, Abercrombie & Fitch employees‟ wearing 
contemporary A&F clothing matches its customers‟ 
preferred styles (Driessen 2005). Apparently, sales 
personnel serve as an important social cue that 
generates pleasing consumer experiences and their 
positive emotion toward the single-brand apparel 
store.Thus, the following hypothesis is proposed  
H3: Store social cues will positively affect store 
love toward a single-brand apparel store 
Store Merchandise Cues:The merchandise cue in 
a retail store refers to assortment of merchandise 
and merchandise itself (Kumar 2010). Merchandise 
satisfies consumers‟ basic needs and desires for 
exploring, experiencing, and purchasing products 
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among many choices (Kumar 2010). Apparel 
shoppers,in particular, cherish the ability to touch 
and feel merchandise before they buy, and this 
experience can be fun and emotionally rewarding 
(Workman2010). In fact, browsing and purchasing 
products in a store are the foremost goals for 
consumers when they visit the store. Apparel 
retailers can fulfill these needs by providing a wide 
selection of products (Thang and Tan 2003) that 
can bring positive store experiences to both time-
conscious and non-time-conscious shoppers(Moye 
and Kincade 2003). Time-conscious apparel 
shoppers usually visit a store mainly to purchase 
predetermined specific products (e.g., style, color, 
size, etc.). To these shoppers, a wide selection of 
well-organized merchandise can compensate for 
the cost of time that would have to be spent visiting 
multiple stores (Moye and Kincade 2003). In 
contrast, non-time-conscious consumersmay shop 
as a pastime and thus enjoy browsing a wide range 
of products available in  the store (Moye 
andKincade 2003),which might translate into future 
purchases.In a multi-brand apparel store that carries 
its own products, the apparel merchandise itself 
projects a certain brand image and thus forms an 
integral part of its overall image (Floor 2007). For 
instance, consumers in a Victoria‟s Secret store can 
feel the brand image of fantasy,romance, fun, love, 
and desire (Chang, Lin,and Mak 2004) through 
attractively displayed merchandise that casts the 
same image. This merchandise cue will contribute 
to enhancing consumers‟ love toward the apparel 
store. Therefore, the following hypothesis is 
proposed: 
H4: Store merchandise cues will positively affect 
store love toward the apparel store. 
Customer Service & Relationship between Store 
Love and Store Loyalty 
According to the Bowlby‟s (1980) attachment 
theory, a person tends to be devoted to an object or 
another person when the person has emotional 
attachment, and this emotional attachment leads to 
a long-lasting relationship. Because store love 
stands for an individual‟s emotional attachment to a 
specific store (Carroll and Ahuvia 2006),his or her 
love for the store would translate into repeated 
store visits (Fournier 1994; Thomson, Macinnis, 
and Park 2005). Store loyalty, defined as a 
consumer‟s intention to revisit a particular store, 
usually does not change over time (Bloemer and 
Ruyter 1998). Hence, this construct signals a 
favorable outcome generated by the consumer‟s 
emotional attachment to the store. Therefore, the 
following hypothesis is proposed:  
H5: Store love will positively affect store loyalty. 
Every month the store spends about Rs. 1.5 lakh in 
the operations of the store that includes V.M, rental 
and other day to day expenses on the store. The 
V.M alone accounts for about  Rs. 76000 in the off 
festival months and does not pick up the sale 
despite such a heavy amount spent on the V.M.  
 D a t a  C o l l e c t i o n  M e t h o d : - The data 
collection is done through aid of surveys. 
S a m p l i n g  p r o c e d u r e :  The sample  covers  
the following categories of respondents-
.Respondents belonging to Chandigarh and 
periphery areas.  
S a m p l i n g  F r a m e w o r k : Mostly shoppers 
who passed by the stores in Sector 17 and Sector 
35 
S a m p l i n g  m e t h o d :  Random Sampling 
S a m p l e  s i z e - a sample size of approximately 
100 respondents were surveyed. 
Data a n a l y s i s  t o o l s - The Data analysis tool 
used is SPSS . 
Data Analysis 
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display_window 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid  21 17.2 17.2 17.2 
Yes 58 47.5 47.5 64.8 
No 43 35.2 35.2 100.0 
Total 122 100.0 100.0  
 
propelling_vm 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid  21 17.2 17.2 17.2 
Funny Mannequins 24 19.7 19.7 36.9 
Prop used in a new way 19 15.6 15.6 52.5 
Recycled waste 46 37.7 37.7 90.2 
Lighting 12 9.8 9.8 100.0 
Total 122 100.0 100.0  
 
 
 
brand_value_of_the_store 
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Frequency Percent 
Valid 
Percent 
Cumulative 
Percent 
Val
id 
 22 18.0 18.0 18.0 
Arrow 
Sport 
13 10.7 10.7 28.7 
Puma 24 19.7 19.7 48.4 
UCB 20 16.4 16.4 64.8 
US 
Polo 
43 35.2 35.2 100.0 
Total 122 100.0 100.0  
 
 
store_fascination_factor 
  
Freque
ncy 
Perce
nt 
Valid 
Percent 
Cumulati
ve 
Percent 
Vali
d 
 22 18.0 18.0 18.0 
Price 28 23.0 23.0 41.0 
Quality 38 31.1 31.1 72.1 
International 
brands 
11 9.0 9.0 81.1 
Personal 
Attention 
23 18.9 18.9 100.0 
Total 122 100.0 100.0  
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lighting 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid  22 18.0 18.0 18.0 
Poor 12 9.8 9.8 27.9 
Below Avg 33 27.0 27.0 54.9 
Average 33 27.0 27.0 82.0 
Above Average 8 6.6 6.6 88.5 
Excellent 14 11.5 11.5 100.0 
Total 122 100.0 100.0  
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music 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid  22 18.0 18.0 18.0 
Poor 21 17.2 17.2 35.2 
Below Average 41 33.6 33.6 68.9 
Average 12 9.8 9.8 78.7 
Above Average 14 11.5 11.5 90.2 
Excellent 12 9.8 9.8 100.0 
Total 122 100.0 100.0  
 
 
 
fragrance 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid  22 18.0 18.0 18.0 
Poor 21 17.2 17.2 35.2 
Below Average 1 .8 .8 36.1 
Average 46 37.7 37.7 73.8 
Above Average 12 9.8 9.8 83.6 
Excellent 20 16.4 16.4 100.0 
Total 122 100.0 100.0  
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customer_satisfaction 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid  22 18.0 18.0 18.0 
Below Average 28 23.0 23.0 41.0 
Average 46 37.7 37.7 78.7 
Above Average 26 21.3 21.3 100.0 
Total 122 100.0 100.0  
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empathy 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid  22 18.0 18.0 18.0 
Excellent 16 13.1 13.1 31.1 
Very Good 42 34.4 34.4 65.6 
Good 34 27.9 27.9 93.4 
Average 8 6.6 6.6 100.0 
Total 122 100.0 100.0  
 
politeness 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid  22 18.0 18.0 18.0 
Very Good 30 24.6 24.6 42.6 
Good 38 31.1 31.1 73.8 
Average 32 26.2 26.2 100.0 
Total 122 100.0 100.0  
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product_presentation 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid  22 18.0 18.0 18.0 
Very Good 44 36.1 36.1 54.1 
Good 51 41.8 41.8 95.9 
Average 5 4.1 4.1 100.0 
Total 122 100.0 100.0  
 
 
0 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid  22 18.0 18.0 18.0 
Excellent 2 1.6 1.6 19.7 
Very Good 24 19.7 19.7 39.3 
Good 44 36.1 36.1 75.4 
Average 30 24.6 24.6 100.0 
Total 122 100.0 100.0  
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salesman_help_needed 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid  22 18.0 18.0 18.0 
Yes 33 27.0 27.0 45.1 
No 67 54.9 54.9 100.0 
Total 122 100.0 100.0  
 
 
Expectation_from_store_staff 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid  22 18.0 18.0 18.0 
Knowledge about the 
brands 
20 16.4 16.4 34.4 
Honesty 73 59.8 59.8 94.3 
No language barrier 7 5.7 5.7 100.0 
Total 122 100.0 100.0  
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constituent_of_retailstore_as_a_brand 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid  22 18.0 18.0 18.0 
Innovative Visual 
Merchandising 
63 51.6 51.6 69.7 
Product Differentiation 6 4.9 4.9 74.6 
Outstanding  Customer 
Service 
31 25.4 25.4 100.0 
Total 122 100.0 100.0  
 
D I S C U S S I O N  
The study determined whether and which store 
environmental cues influence store branding . and 
whether the store branding ultimately leads to store 
loyalty in a multi-brand apparel store.In addition to 
ambient, design, and social cues (Baker et al. 2002) 
that have been widely used,the merchandise cue 
that has recently gained research interest as a 
significant environmental factor (Kumar 2010) was 
included to demonstrate its relevancy and 
significance in a multibrand apparel store . This 
store love was posited to influence store loyalty 
(R).The results exhibit that design and merchandise 
cues, provoked love toward a multi-brand apparel 
store. Both ambient and design cues are associated 
with the five human senses that could induce 
emotional attachment. Design layout turned out to 
be an important cue that generated consumers‟ 
loyalty toward a multi-brand apparel store. Western 
consumers have keen visual senses due to early 
development of visual media (e.g., color 
televisions, high-quality magazines; Classen 1997). 
Because they have long been exposed to visual 
cues that tend to deliver direct messages from 
actual objects (Moisander, Markkula, and Er¨aranta 
2010), they have strong preferences for rational and 
direct communication styles (Hofstede and 
Hofstede 2005). On the other hand, ambient cues 
tend to deliver ambiguous messages because 
individuals get messages from nonvisible things 
such as lighting and music. In fact, Baker and 
colleagues (2002) argued that store design cues 
affect human consciousness, while store ambient 
cues tend to influence the subconscious 
perceptions. Considering Bettman‟s (1979) notion 
that consumers exert different levels of 
concentration when they respond to multiple 
external stimuli, it can be speculated that their 
attention toward ambient cues could have been 
diminished because of their stronger orientation 
toward design cues . Although the social cue 
generated by well-dressed, friendly, and helpful 
employees could influence quality perception and 
consumers‟ buying behavior, it did not influence 
consumers‟ emotional attachment toward the 
single-brand apparel store in this study. This result 
can be explained by a lack of sustained interaction 
with employees, which is required to build love 
(Norman 2003). 
 Desired interaction would be hard to achieve when 
sales people keep moving and make only brief 
greetings and when a customer doesn‟t see the 
same salesperson when he or she revisits the store. 
The merchandise cue was found to be a critical 
environmental factor that leads consumers to love 
the single-brand apparel store. Despite a wide 
selection of products available online, consumers 
visit brick-and-mortar stores to physically 
experience products (Park and Stoel 2002) in 
different sizes, colors, and designs. This finding 
demonstrates that the wide variety of products 
available in multi-brand brick-and-mortar stores 
can fully deliver the benefit of touch-and-feel 
experience, which is especially important for 
apparel shoppers who need to receive stimulating 
affective responses through products (Workman 
2010). In addition to the benefits of touch-and-feel 
experience of products, merchandise displayed in a 
multi-brand apparel store also provides visual 
stimuli as design cues do. Since the colors and 
styles of apparel products reflect the brand image 
of a single-brand apparel store, these visual stimuli 
can easily enhance consumer perception of the 
“store as a brand” (Jones and Kim 2011; Kim, 
Sullivan, and Forney 2007).Apparently, 
merchandise itself could function as an important 
factor influencing consumers to fall in love with 
the store. Store branding turned out to be a 
significant predictor of store loyalty. The result 
supports market researchers‟ and practitioners‟ 
argument  that strong emotional devotion is 
required to maintain consumer loyalty while the 
customer is browsing through the products, which 
supports the emotion-oriented shopping behavior of 
recent consumers (Johnson 2010; Kim et al. 2007). 
The result also corroborates Bowlby‟s (1980) 
attachment theory that long-lasting relationships 
can be promised when strong emotional attachment  
exists.  
CONCLUSIONS 
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58% believed that a good display window 
leads them to go and check whats in the 
store.Therefore the merchandise lying in the 
window really matters.46% believe that recycled 
waste would propel them to go because that would 
make them believe the presence of an innovative 
ambience that would make their buying experience 
richer.U.S Polo gives 25.2% brand value to the 
multi apparel stores because of its quality T shirts 
and sporty look .Puma comes second with 19.7%  
even though its gives the highest revenue to the 
stores.31 %  People turn to the store because of the 
quality provided by the stores followed by price at 
23%. .27% People find lighting of the store to be 
an average one claiming it to be one that can be 
found at any other store in Chandigarh .33.6% 
people find music of the stores below average. 
Reasons can be non association with the music 
played in the stores owing to majority of Punjabi 
population or population from nearby rural areas 
who do not listen to that kind of a music. 37.7% 
people found the fragrance of the store to be an 
average one. Customer satisfaction was found to be 
an average one.Even though people love US polo 
in the store , but they long for its sister brand Ralph 
Lauren.34.4% found the empathy of the store staff  
to be very good and helpful .Politeness scored 
31.1%.Product presentation was found to be good 
with 41.8% of people.Multi tasking of the staff in 
time of more footfall in the store was good at 
36.1%.Only 54.9% actually thought that they could 
browse alone in the store without the help of the 
sales people. About 60% of customers revealed 
they expected honesty from the sales people unlike 
in other stores where they are made to buy 
expensive products.About 51.6% believed that 
Visual Merchandising of the store was the most 
important constituent in making a retail store as a 
brand for the same products and brands are 
available in other stores too, but the layout usually 
differs. 
Recommendations 
The Krome should highlight its Kapsons in Rome 
brand by putting a Roman warriors theme of Julius 
Caeser or some Roman paraphernalia so that atleast 
people know what is the aim of the brand and they 
are able to project the image they want to as a 
brand.A catchy tagline should be devised for the 
store so that the target audience can relate to it. 
Republic of fashion does get to trace the roots of 
the store but doesn‟t give a fair impression to the 
audience as to what the store is all about.Because 
Krome is catering to youth, and the Kapsons and 
the brand Krome is already expanding, there should 
be some amount of entertainment and advertising 
within the stores which is not only technologically 
advanced but also connecting with consumers on a 
more meaningful note. Thus touch activated 
displays which are offering retailers and companies 
to reach consumers on a deeper, more personal 
level than traditional digital signage. Interactive 
displays for instance offer retailers instant visual 
imaging solution, transforming their store fronts, 
windows and floors into memorable branding 
experiences for everyone who walk by their spaces. 
Using this technology, retailers can make a lasting 
impact on the audience and make their brands stand 
out. 
IMPLICATIONS AND FUTURE RESEARCH 
The study measured customer service and 
environment of the store act as a great indicator of 
giving the  brand value to the store .The store 
environment is  associated with visual aspects of all 
objects in a multi-brand retail store, such as 
physical facilities, displays, and organization of 
merchandise. To enhance consumers‟ evaluation of 
design cues, the facilities with attractive design and 
colors are made to appeal to consumers‟visual 
senses. The customer service acts as a great catalyst 
in giving personalized experience to the customers 
and winning their loyalty to the store. 
Limitations 
 The results of the study  are restricted to college 
students .The survey was taken once the customers 
were out of the store and done with their shopping, 
so their observations about the store may not be 
apt.  The store branding is quite a broad concept, 
therefore there might be more factors defining store 
environmental cues.  Apart from store image, 
service quality, shopping , there can be experience, 
security, and personalization. Furthermore, the 
store branding construct may affect a number of 
outcomes beyond store loyalty. 
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